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ABSTRAK 
Penelitian ini bertujuan untuk mengetahui pengaruh visual merchandising, store 
atmosphere dan shopping enjoyment tendency terhadap impulse buying. Sampel pada 
penelitian ini adalah 102 responden di Matahari Departement Store Kudus dengan 
metode purposive sampling. Metode analisis data yang digunakan adalah analisis 
deskriptif, uji normalitas, uji multikolinieritas, uji heteroskedastisitas dan uji analisis 
regresi berganda dengan pengujian hipotesis menggunakan uji t (parsial) dan uji F 
(simultan) menggunakan program IBM SPSS (Statistical Product and Service Solution). 
Hasil penelitian ini menunjukkan bahwa variabel visual merchandising berpengaruh tidak 
signifikan terhadap impulse buying, variabel store atmosphere dan shopping enjoyment 
tendency berpengaruh signifikan terhadap impulse buying. Sedangkan hasil penelitian 
secara simultan menunjukkan hasil bahwa variabel visual merchandising, store 
atmosphere dan shopping enjoyment tendency berpengaruh signifikan terhadap impulse 
buying pada Matahari Departement Store Kudus. 
 
Kata Kunci: Visual Merchandising, Store Atmosphere, Shopping Enjoyment 
Tendency, Impulse buying. 
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ABSTRACT 
This study aims to determine the effect of visual merchandising, store atmosphere and 
shopping enjoyment tendency on impulse buying. The sample in this study was 102 
respondents in the Kudus Matahari Departement Store with purposive sampling method. 
Data analysis methods used are descriptive analysis, normality test, multicoliniearity test, 
heteroscedasticity test and multiple regression analysis test with hypothesis testing using 
t test (partial) and F test (simultan) using the IBM SPSS program. The results og this 
study indicate that the visual merchandising variant has not significant effect on impulse 
buying, store atmosphere variables and shopping enjoyment tendency have a significant 
effect in impulse buying. While the results of the study simultan show that visual 
merchandising, store atmosphere and shopping enjoyment tendency variables have a 
significant effect on impulse buying at the Kudus Matahari Departement Store. 
 
Keywords: Visual Merchandising, Store Atmosphere, Shopping Enjoyment Tendency, 
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